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Luxury market is growing rapidly in China, which promotes the rise of luxury 
electronic commerce and O2O business model,but during the past two years, the 
luxury electronic commerce provider has enter the winter period, when many of the 
luxury B2C electronic commerce providers go bankrupt,this paper taking SECOO 
company as an example, study on how the luxury service providers to accelerate the 
strategic transformation, innovation and competitive development model for further 
development. It’s practical significance for the development of the SECOO company, 
but also provides reference value for the luxury service providers. 
    Strategic theories such as the PEST Analysis, Porter's Five Forces Model, SWOT 
Analysis, 4P marketing strategies and other relevant tools are used in this paper to 
critically evaluate SECOO company's internal environment and managerial 
issues.,and discuss the development strategy and marketing strategy of SECOO 
company.SECOO company is the industry leader in the luxury electric provider 
industry, the company maintains more than 200% annual growth rate during the past 
five years, which due to seize market opportunities in China's rapid economic 
development, but also with the company's unique business model.Meanwhile, the 
company faced the challenges of sales volume, profit growth, genuine rate and the 
bargaining power to the brand.The company should choose differentiation strategy, 
specifically including international, platform and intelligent strategy. Accordingly, at 
the marketing level, should build customer-oriented products and services, the 
reasonable control of pricing, integrated brand culture, shaping the cultural 
connotation of the platform, using a variety, precise, fast new marketing model; and 
do focus on relationships and key Account Management; while establishing the 
overall management plan for the use of large data resources to do intelligent building, 
internal organization and implementation of effective performance management, 
training of appraisers and reduce management costs. 
Summary of the above analysis, this paper presents the development of the 
company's future temple library should be based on a unique business model, 
increased integration of internal and external resources and management, with the 
product, price, place, promotion and relationship marketing strategies marketing 
strategy to promote the company's strategy implementation. 
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侈品消费的大市场之一，2008 年中国奢侈品消费总额已达到 1410 亿元人民币，





























业协会联合发布最新《Worldwide Luxury Markets Monitor（全球奢侈品市场监
控）》报告，2014 年全球个人奢侈品消费将仅实现 5%的增长，预计会增至 2,230













年奢侈品电商的交易规模为 208.2 亿元，同比增长 34.8%；2014 年全年预计达到
274.3 亿元。与此同时，目前中国奢侈品在线销售仅占奢侈品整体销售的 3%，不
                                                        
① 数据来源：周琳、张淼淼.奢侈消费市场奇特现象：墙内开花墙外香[N].经济参考报，2013 年 05 月 15 日。 
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